1659.07 
UIUC 
C .  3 


I 


THE  ADVERTISING 
GRADUATE  FROM  THE 
UNIVERSITY  OF  ILLINOIS 
AT  URBANA-CHAMPAIGN 
IS  DIFFERENT. 
HERE'S  WHY. 
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First,  our  students  have  attended  one  of 
the  world's  great  universities. 


•  Illinois  is  widely  recognized  as  one  of  the  world's 
great  universities.  Its  faculty,  academic  programs, 
student  body,  and  facilities  have  earned  outstanding 
reputations. 

•  Almost  60  percent  of  the  entering  freshmen  rank  in 
the  top  10  percent  of  their  high  school  classes,  and 
the  average  ACT  score  is  a  lofty  27. 

•  The  university's  library  has  the  largest  collection  of 
any  public  university  in  the  country,  and  is  third 
among  all  university  libraries  in  the  U.S.  An  outside 
evaluation  team  recently  assessed  the  Communica¬ 
tions  Library  as  without  peer. 


Second,  our  students  have  proved  them¬ 
selves  academically  in  this  demanding 
environment. 


•  They  may  not  enter  the  College  of  Communications 
as  advertising  majors  until  their  junior  years.  Cur¬ 
rently  we  accept  only  those  with  an  average  grade 
point  of  four  or  above  (on  a  five  point  scale).  Even 
higher  standards  are  expected  of  those  accepted  for 
the  master's  program. 


Third,  our  students  are  the  products  of 
a  broad  educational  experience. 


•  The  university's  General  Education  Requirements 
stipulate  that  they  must  take  a  minimum  of  six  hours 
each  in  the  humanities,  social  sciences,  and  natural 
sciences.  In  addition,  advertising  students  are  required 
to  take: 

•Introduction  to  Psychology  and/or  Sociology  and/ 
or  Cultural  Anthropology  (two  of  three) 

•  Introduction  to  Economics 

•  Principles  of  Marketing 

•  A  specified  course  in  statistical  methods 

•  A  college  level  course  in  math 

•  Once  in  the  College,  they  are  also  required  to  take  a 
minimum  of  two  liberal-arts-oriented  communica¬ 
tions  courses. 

•Of  the  124  credits  necessary  for  graduation,  our 
students  may  take  no  more  than  36  credits  in  the 
College  of  Communications. 
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Fourth,  our  students  have  completed 
courses  in  an  advertising  curriculum 
that  exposes  them  to  all  the  major  func¬ 
tional  elements  of  advertising  and  that 
emphasizes  the  interdependency  of  the 
parts. 


We  are,  in  short,  striving  to  educate  advertising  gen¬ 
eralists ,  by  first  developing  their  analytical  thinking 
and  only  then  applying  that  critical  ability  to  adver¬ 
tising  opportunities  and  problems  through  state-of- 
the-art  managerial,  "creative,"  media,  and  research 
tools.  For  example,  an  undergraduate  student  would 
take: 


•Advertising  Research.  Basic  statistics  review;  attitude 
theory;  data  collection  procedures  and  questionnaire 
design;  sampling  theory;  experimental  design;  com¬ 
puter  project. 


•Advertising  Creative  Strategy  and  Tactics.  Decision  pro¬ 
cess;  motivation,  perception,  learning,  attitudes;  plan¬ 
ning,  objectives;  headlines  and  visuals;  tactics  for 
broadcast  copy;  tactics  for  direct  response,  retail, 
business  and  industrial;  copy  research. 


•Advertising  Media  Planning  and  Strategy.  Media/ad- 
vertising/market  mix;  media  volume;  organizations; 
sources  of  media  information;  characteristics  of  in¬ 
dividual  media;  analytical  concepts;  use  of  media 
models;  strategic  aspects  of  media  planning;  devel¬ 
opment  and  evaluation  of  comprehensive  media  plans. 


•Advertising  Management:  Planning.  Planning  inputs 
and  situation/opportunity  analysis;  break-even  anal¬ 
ysis;  sales  forecasting;  advertising  response  functions; 
budgeting;  copy  research;  creative  strategy;  media 
strategy.  Work  in  the  course  involves  the  use  of  a 
microcomputer  spreadsheet  program  to  track  sales 
and  awareness  information  for  a  product  category. 


•  Advertising  Management:  Strategy  and  Tactics.  Industry 
analysis;  competitor  analysis;  financial  analysis;  con¬ 
sumer  need/trend  analysis;  setting  objectives  and 
measuring  results;  allocating  budgets;  market  seg¬ 
mentation;  positioning;  sales  promotion;  legal  and 
ethical  issues.  Individual  papers,  case  analyses,  and 
one  group  campaign  project  integrating  advertising 
with  the  marketing  plan. 


•Advertising  in  Contemporary  Society.  The  currents  of 
advertising  history;  the  idea  systems  behind  adver¬ 
tising  as  a  social/economic  institution;  the  perspec¬ 
tives  of  supporters  and  critics. 


In  addition,  graduate  students  choose  among  .  .  . 

•  Touchstones  in  the  Evolution  of  American  Advertising 

•  Research  Methods  in  Advertising  and  Communication 

•  Advanced  Creative 

•  Management 

•  Advanced  Media 

•  Advertising  and  Consumer  Behavior 
•Advertising  as  Communication 
and  others,  in  addition  to 

•Electives  in  such  areas  as  business  administration, 
communications,  English,  psychology. 


Fifth,  our  students  have  been  taught  by 
a  first-rate  faculty  in  an  internationally 
praised  department. 


The  Faculty: 

•  Full-time  faculty  hold  doctoral  degrees  in  psychology, 
marketing,  communications,  and  sociology. 

•  All  have  worked  in  the  business,  consulted  with 
business,  and/or  participated  in  the  Visiting  Professor 
Program. 

•  They  are,  by  peer  consensus,  the  country's  most 
published  advertising  faculty,  with  numerous  books, 
journal  articles,  and  convention  papers  contributed 
to  the  discipline  and  the  business. 

The  Department: 

•We  have  a  distinguished  history  (Madison  Avenue 
referred  to  us  as  "the  grandaddy  of  advertising 
schools")  and  were  founded  by  Advertising  Hall  of 
Fame  member,  Charles  Sandage. 

•  Generally  regarded  as  offering  one  of  the  finest 
programs  of  advertising  education  in  the  world,  the 
department  has  attracted  students  from  30  states  and 
20  countries,  drawn  by  its  principles-driven  curric¬ 
ulum,  renowned  faculty,  and  the  prominence  of  its 
graduates. 


•  We  and  our  students  are  the  beneficiaries  of  the  James 
Webb  Young  Fund,  the  only  business  supported  fund 
of  its  kind.  This  significant  departmental  asset  cur¬ 
rently  supports  24  graduate  students,  provides  funds 
for  faculty  research,  and  sponsors  a  bi-annual  lecture 
series. 

•  We  offer  a  prolific  and  widely  distributed  Working 
Paper  series. 

•  We  are  the  department  that  was  instrumental  in 
founding  the  Journal  of  Advertising  by  publishing  an 
Occasional  Papers  in  Advertising  series  as  a  forerunner 
of  the  Journal 

•  We  are  the  department  that  pioneered  an  Advertising 
Visiting  Scholar  program.  This  series  has  exposed  our 
students  to  such  distinguished  guests  as  Harold  Kas- 
sarjian,  Keith  Hunt,  Stanley  Cohen,  Gerald  Thain, 
Ivan  Preston,  Michael  Ray,  Michael  Schudson,  and 
Robert  Steiner. 

•  We  continue  our  long-established  Visiting  Executive 
program  that  has  attracted  to  our  classrooms  such 
business  figures  as  Draper  Daniels,  Sidney  Bernstein, 
John  O'Toole,  Carl  Ally,  Joe  Plummer,  and  Don 
Johnston. 

•  We  maintain  a  self-imposed  quota  of  230  undergrad¬ 
uate  majors  and  40-50  master's  students.  With  a  full¬ 
time  faculty  of  nine  this  assures  a  productive  faculty/ 
student  ratio. 


How  is  the  advertising  major  from  the 
Univeristy  of  Illinois  different? 


We  hope  this  clarifies  our  assertion,  and  sharpens  your 
expectations. 


Dr.  Kim  Rotzoll 
Head  of  Department 
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